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ABSTRACT 
 
Few sports events studies attempt multi-level understanding of consumer-perceived values as 
potential pathways towards competitive advantage and market leadership. This study of 1242 
car racing attendees, shows value as a five dimensional higher-order construct; develops six 
motivational attendee groupings; frames: pre-event expectations, at-event values, and post-
event satisfaction, trust and loyalty along a timeline consumer perception process; and finally 
shows the common pathways of the values-expectations outcomes model across different 
consumer groups. Implied timeline-related survey verbiage remains an important 
consideration as each construct measurement item is operationalized. This paper is of use to 
major events managers, marketers and retail researchers. 
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INTRODUCTION 
 
Attendees at major car racing events physically commit to and then attend each of their 
chosen events. Such major events are perceived to bring personal, business and economic 
values into a location [25]. 
Management of major car racing events seeks to maximize the growth in their attendee 
markets, and to build further understanding regarding their consumer base [13] [14]. Sport 
event attendees come to absorb the event’s offerings and make selections/purchases from its 
ranges of specialized goods, services and activities [42]). Others attend to share in social 
experiences [15] [28], and some attend to enjoy the ‘fit’ of aspects of the event’s value 
adding experiences [1] [41]. 
Attendee approval of car racing is influenced by available hedonic and functional features 
[9]. Hedonic features include symbols such as: signed race-team signed tee-shirts, race-
specific merchandise, and latest ideas, whilst functional features are non-symbolic and may 
include utilitarian and convenience product/service orientations such as: foods, drink, 
pathways and even water taps.  
Car racing attendees also display retail-like engagement motivations and readily classify 
themselves into one group – chosen out of a set of different motivational groups [21] in a 
similar manner to normal retail shopping consumers. Like retail shoppers, these attendees are 
motivated to seek a selection of sport event features they perceive to be of value to their 
current situation [3]. For example, buying an entry ticket establishes a chosen entertainment 
and viewing position; monies spent money on selected goods are value assessed; desired 
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services and suitable social experiences are gauged against consumer perceptions. However, 
like other sports events, car racing attendees do not exhibit uniform perspectives [49] [55], 
and Wann [58] suggests attendees temporary and enduring social connections at the event 
help to build group and/or team identification, and positively add to the attendee’s social and 
psychological well-being. 
Hence, major sports events may be more precisely assessed by sectioning their attendees into 
‘likeness’ groupings such as those developed from psychology [32] for retailing [2], and for 
sport [45]. Likeness groups are also same value groups, and so we investigate the attendees at 
the second largest event in an annual, fourteen-event, international car racing circuit from a 
consumer perceived value perspective. As remote/online car racing event viewers see car 
racing through the eyes of television producers their experiences differ and so remain beyond 
the scope of this study.  
 
SPORT EVENT ATTENDEE GROUPS 
 
In this study our sports event car racing attendees display very similar engagement 
motivations to those of retail shoppers. Hence, we section these car racing attendees into 
groups in line with Arnold and Reynolds [2] social value sectioning approach, and we follow 
McGuire’s [32] psychological and motivational social value frameworks. Our social value 
group names and their descriptions fit the literature (Table 1: columns 3 and 4), yet differ 
slightly to those of Arnold and Reynolds [2] retail study. Yang and Kim [62] tried extending 
Arnold and Reynolds [2] six groupings by adding ‘efficiency,’ but due to study limitations 
could not establish support for this value dimension. Hence we adopt our six sports event 
attendee social value groupings to attend (right columns of Table 1) and discuss these next.  
 
TABLE 1: Car racing attendee groups 
Reason to Shop Shopper Description Grouping Theory Key References Attendee's Description Sports Group
 Adventure
For stimulation, self expression 
and curiosity
Human motivation; 
Stimulation
Feel the experience, 
excitement and adventure
 Adventurers
 Social
Socializing with friends and for 
enjoyment
Human motivation; 
Entertainment
Socialize and exchange views 
with like-minded persons
 Socializers
 Gratification
To treat oneself, and to reduce 
tension
Tension reduction; 
Salubrious effects
Treat oneself to this self-
gratifying special event 
 Gratifiers
 Role
For ego enhancement and 
fulfilling a desired role play 
Human motivation; 
Achievement
Rave about experiences and 
knowledge of the event
 Actors
 Value Seeking
To get value for money and 
some bargains
Assertion; 
Aggression
Demand value for their 
commitment to participate
 Valuers 
 Idea
To keep current with what's 
new and to obtain information
Objectification; 
Salubrious effects
Expand personal knowledge 
about the event
 Inquirers
McGuire 1974; 
Arnold & Reynolds, 
2005; Robinson & 
Trail, 2005; Roig et 
al. 2006; Funk et al., 
2007, 2009; 
Snelgrove et al. 
2008; Hutchinson et 
al. 2009; Prichard et 
al. 2009; Yoshida & 
James, 2009; Yang 
and Kim, 2012 
Arnold & Reynolds (2005) Retail Shoppers Theoretical Framework Major Car Racing Sports Event
 
At car racing events adventurers derive value by ‘feeling’ and enjoying [26] the experience 
through thrills, excitement of action, noise, smells, closeness, speed, and stimulating 
exploration dimensions [44] and associated motivations [6] [32].  
Socializers are convivial and ‘chatty’ and share their experiences with close 
friends/family/acquaintances [35] [50] and others with similar racing interests. Their value is 
derived from convivial motivations [32] that help satisfy their altruistic acceptance and 
affection seeking [2]. 
Gratifiers treat themselves to a special occasion and target their perceived value agendas. 
They ‘participate’ and treat attending this special occasion as delivering emotionally 
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satisfying value experiences towards themselves [29]. By attending some also derive value by 
relieving stress or forgetting other problems [26] and so feel better about themselves [63].  
Actors are fans with psychological allegiances to their sports team [11] [54]. They achieve 
value and degrees of satisfaction [2] [44] by ‘bragging’ of past unique/learned experiences 
and roles [53]. These fans socialize widely [10], remain loyal [59] and seek distinctive team 
affiliations [16].  
The valuers competiveness satisfies their self-esteem, sensory-involvement and excitement 
[3]. Their attendance is value driven by their perspectives of attaining sufficient personal 
value [23]. Event items of perceived value may include their special ticket prices, viewing 
aides such as big TV event action and replays, bargains, and the quality of entertainment [63].  
Inquirers desire relevance and pursue being ‘up-to-date’ with latest ideas and trends. They 
derive value by learning of racing car adaptations and forthcoming innovations [24] [44] [63], 
and by expanding their personal knowledge [53] about latest products/services [26]. 
 
Value Considerations 
 
From a car racing consumer’s perspective where value is seen to be delivered it can influence 
after-the-event considerations such as satisfaction, loyalty and trust [19] [27] [34], and such 
after-the-event considerations can sometimes assist management in their ongoing competitive 
advantage initiatives [48] [61].  
Value also has precursors or intended deliverables expected by the attendee. In addition, the 
attendee’s expectations may be further raised when additional items are included beyond the 
normal expected intention expectations - these items we term extension expectations. 
Typically extension expectations are promoted through new initiatives, latest processes or 
other additional experience enhancers. These extension expectations must also be of 
relevance to the consumer’s assessment of the together should be designed to initiate a 
stronger desire within the consumer to attend the sports event. Further, these intension and 
expectation items are normally promoted prior to the sport event.  
A timeline related study can link such pre-event expectations with the at-event attendee 
perceptions of the values they are experiencing whilst at the sports event.  
If the consumer’s after-the-event and carefully considered assessment of the sport-event is 
captured as a set of outcomes, then the attendee’s reflective and broad gauging of the sports 
event may be added to build an expectations-to-value-to-outcomes timeline study of the 
sports. Such understanding offers management a way to assess attendee perceptions of their 
chose sports event. 
Hence, this preliminary study adopts a time line approach, and seeks to investigate the 
linkages between consumer-perceived: expectations (as intentions and extensions), value, and 
the event’s assessment or outcomes measures (such as satisfaction, trust and loyalty). 
 
EXPECTATIONS TO VALUE TO OUTCOMES 
 
Intention is the normative ‘goodness-present’ expectation [39] [40] [64] and it is 
operationalized as the level at which the consumer wants/wishes the product/service to 
perform [33] [51] [60]. It is typically ‘the level of service-expected by the consumer from an 
excellent service provider’ [18]. 
Mattson [31] and Barnes and Mattsson [4] define extension as the perceived extension of the 
intention concept. As a predictive expectation of the variation in servicing expected [8] its 
measures can contribute positively or negatively to value, but generally remain less than 
corresponding intention measures [8]. Rust and Chung [47] add ‘extensions do not necessary 
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exceed normal consumer expectations (intentions),’ yet may yield more-than-fulfilled 
(positive) or less-than-fulfilled (negative) contributions [30]. 
Hartman [22] and Hamilton and Tee [20] suggest intention and extension jointly contribute to 
consumer-perceived value but that each value contribution may vary. Where extension effects 
on value equal the intention effects, then the consumer may believe their personal interactions 
with a service provider are optimal. This construct is operationalized by others as: ‘expected 
standard.’ Hence, the more net ‘goodness’ criteria the consumer observes as intentions and 
extensions, the more net value is assigned [56] and vice versa [33] [43] [51].  
Hartman [22] defines value as the outcome derived from the amount of goodness (or 
intention perceived by the consumer) and the degree of value adds (or extension perceived by 
the consumer/attendee) present. Mitra and Fay [34] connect consumer expectations to their 
perceived outcomes (values). Oliver [38] and Tse and Wilton [56] assess individual consumer 
expectations. These intention and extension engagement channels can offer enhanced 
consumer-perceived value [57]. Niedrich et al. [37] believe expectations are maximized by 
combining the ‘should-exist’ (or intentions) and the supporting ‘may exist’ (or extensions) 
combine. Hence, as consumers, attendee-perceived values of sports events are personal 
combinations of expectation (intention and extension) outcomes as suggested by Barnes and 
Mattsson [4]. Equation 1 captures this expectations-to-value relationship. 
 
Intention  +  Extension  =  Value         (1) 
 
When value is assessed from a consumer or attendee perspective it typically encapsulates 
different concepts and theories [7] and it is captured as perceived value. This attendee 
perception has cognitive and affective components which may occur at the pre-purchase 
and/or post-purchase phase, and can influence consumer willingness to buy, to seek 
information, and to compare/evaluate alternatives [7]. Thus value has an economic 
dimension, but value also encapsulates performance, quality, servicing, and emotional 
satisfier dimensions [36] [46] [61]. Thus equation 2 shows the multi-dimensional nature of 
value.  
 
Intention  +  Extension  =  fn (Economic, Performance, Quality, Servicing, Satisfiers) (2) 
 
Value precedes after-the-event considerations such as satisfaction, trust and loyalty [5] [19] 
[27] [34], and it is a consumer driver towards competitive advantage [48] [61]. Thus equation 
3 is generated. 
 
Intention  +  Extension  =  fn (Economic, Performance, Quality, Servicing, Satisfiers)  
   
  =  fn (Satisfaction)  +  fn (Loyalty)  +  fn (Trust)   (3) 
 
Hence to assess the attendee’s time-lagged, considered and assessed outcomes concerning the 
sports event of car racing and its offerings, we develop the research framework of Figure 2. 
At a chosen location and when applied to all attendees, this framework allows the effect of 
each of the multi-dimensions value to be assessed for this study’s car racing event. In 
addition, with a sufficiently large survey database, it is possible to make comparisons 
between Table 1’s attendee groups.  
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DATA ANALYSIS 
 
Our 2012 preliminary structural equation modeling (SEM) study of 1242 car racing attendees 
uses 72 trained surveyors to collect responses across all differentiated sports event viewing 
zones, plus the activities and foods sections, plus the recreation and relaxation areas around 
the circuit.  
Over 150,000 attendees come to this study’s annual major car racing event each year. 
Figure 1 displays the recent 2011 and 2012 attendee group comparisons. Each year over 84 
per cent of survey respondents classify themselves into one of our six attendee groups. The 
significant shift from adventurer attendance to socializer attendance resulted from 
management rebranding this car racing event as a fun, family-friendly experience. 
2.6%
4.4%
10.7%
13.2%
32.9%
36.3%
2.0%
6.2%
9.1%
11.5%
19.1%
52.1%
Inquirer
Valuer
Actor
Gratifier
Socializer
Adventurer
2011
2012
 
FIGURE 1: Car racing attendee group mix  
 
Outside demographics survey items are operationalized as 5-point strongly-agree to strongly-
disagree Likert scales. For outside quartiles early versus late non-response bias checking used 
t-tests on age and gender, and for between groups checking used the servicing and loyalty-of-
attendees constructs. SPSS/AMOSv21, PAF obliminal CFA reflective item reductions on the 
cleaned data set left each construct with at least 3 items (residuals<0.05). Uni-dimensional 
(p’s < 0.01), convergent (loads > 0.5), discriminant, plus average variance extracted (0.53-
0.73) against shared items variance (0.00-0.56) considerations provide validity and reliability 
acceptance, and indicate internal consistency [12].  
Next we SEM test the higher order value model (χ2/df = 11.09/5 = 2.22, p = 0.05, all β’s > 
0.80). This significant higher order model supports value as a five dimensional construct. We 
repeat this for the six nested group models. We do not find significant interactions between 
the constructs [17]. Although we recognise the servicing construct may warrant refinement 
[17], and we suggest (subject to sample size limitations) a consistent higher order value 
solution can represent the five value constructs. 
We recognise a timeline consumer decision process occurs from left to right across Figure 2. 
Deciding to attend the sports event involves a set of preconceived expectations, which if 
sufficient can motivate attendance.  
At the sports event each attendee holds a set of immediate or ‘required now’ consumption 
requirements. These immediate requirements are embedded in the consumer’s perceived 
standards or values framework as indicated in Equation 3. 
After experiencing even a part of the sports event, the attendee begins making reflective 
assessments about the sports event. These consumer decisions are typically captured as: 
satisfaction – generated by the event’s deliverables in the eyes of the consumer; trust in the 
event – decided through suitable delivery of the consumer’s perceived value requirements; 
and loyalty towards the event – developed through the event meeting the requirements of 
consumer’s perceived value framework.  
2011 =1177 (0.77%) surveyed 
2012 =1242 (0.81%) surveyed 
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This suggests the attendee’s pre-conceived expectations of the sport event frames their 
perceived value acceptance, and this in-turn, impinges on the attendee’s formed opinion of 
their relative satisfaction, trust and loyalty. Hence we incorporate the value constructs of 
Equation 3 as a higher order solution and test the interrelating construct areas above as per 
Figure 2.  
An overall valid SEM path model (χ2/df = 21.78/10 = 2.09, p(Bollen) < 0.05) built from Table 2 
emerges under Figure 2 – with loyalty projected as the strongest (and ultimate) output driver 
of this system. The strong standardized path β weights indicate management has further room 
to continue the build of its consumer perceived value drivers – possibly by promoting its 
improving services range, ensuring the event is consumer group targeted and action-packed, 
providing outstanding servicing and support, controlling prices, and creating an emotionally 
satisfying time for consumers.  
 
TABLE 2: Construct measures 
Expectations - Intention (0.82)
Have fun during the day (0.80) Enjoy the day with friends / family (0.81)
See exciting racing (0.76) Share experiences with other fans (0.63)
Expectations - Extension (0.83)
Great competitive atmoshpere between supporter groups (0.83) Events in good (build-up) sequence(0.82)
Day packed with non-stop interesting activities (0.74) See different types of car racing (0.60)
Value - Servicing (0.70)
Merchandise sales people know their products well (0.71) Adequate safe kids zones (0.60)
Get event information through many communication modes (0.57) Get latest race information on event's website/phone app (0.55)
Value - Performance (0.80)
Enjoy time with family and friends here (0.82) Share experiences here (0.77)
Meet with people of similar interest here (0.65) Seeing live is exciting (0.60)
Value - Quality (0.72)
Level of services provided meets my need (0.77) Placement of toilets and bins are good (0.68)
All day's events well managed (0.58)
Value - Economic (0.74)
Each day's events worth ticket price (0.85) Race viewing matches ticket price (0.84)
Mercahndise range matches event's themes (0.51) Spend within my planned daily budget (0.50)
Value - Satisfiers (0.88)
Doing heaps of intereting activities (0.86) Event mixes great (0.86)
Seeing great mixes of supporting events (0.84) Enjoying competitivenes between racing teams (0.63)
Satisfaction (0.66)
Short wait times for foods / drinks (0.63) Quality of purchase items matched expectations (0.59)
Loud Speakers and big TVs connected me to events (0.55) Range of supporting activities were worthwhile (0.52)
Trust (0.63)
Encouraging others to attend this event (0.61) Useful information from event volunteers (0.55)
Facebook/Twitter communications with V8 management (0.53) Learnt  about competitive car technologies (0.50)
Loyalty (0.83)
With no changes will revisit in 2013 (0.88) A revister in 2013 (0.87)
A first choice day out with family and/or mates (0.63)
Construct (Cronbach Alpha) and                                                                                                                                                                                
Construct's Measurement Items  (Item Loading)
 
With insufficient group numbers (Table 3) all six group-level models cannot be established. 
The Valuers and Inquirers models both lack validity (RMSEA > 0.080; GFI–AGFI > 0.060; 
small sample size). Consequently, to further test Figure 2, we again SEM model Figure 2 as a 
higher order value approach – but this time for all males versus all females; for first-time 
attendees versus loyal revisiters; and for locals versus out-of town attendees. In each case we 
find a consistent significant SEM pathways set resides between the three outcomes constructs 
(and moves from satisfaction to trust to loyalty). 
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FIGURE 2: Sport event attendee-assessed outcomes framework  
 
 
TABLE 3: Higher order value models 
 Measurement Full Data Model Adventurers Socializers Gratifiers Actors Valuers Inquirers
  Servicing 0.96 0.98 0.98 0.88 0.99 0.97 0.99
  Performance 0.84 0.81 0.85 0.91 0.94 0.96 0.69
  Quality 0.85 0.85 0.84 0.88 0.97 0.91 0.98
  Economic 0.86 0.82 0.83 0.81 0.98 0.99 0.82
  Satisfiers 0.80 0.71 0.78 0.87 0.84 0.94 0.39
  χ2/df 2.22 1.20 1.04 1.28 1.03 2.28 1.73
  p value 0.050 0.306 0.393 0.270 0.397 0.044 0.193
  RMSEA 0.031 0.023 0.011 0.045 0.017 0.173 0.131
  GFI - AGFI 0.007 0.012 0.011 0.036 0.032 0.180 0.032
  Numbers 1242 383 346 137 106 70 27
(Standardized Values)
 
 
 
 
FIGURE 3: Consumer outcomes framework  
 
Next we unpack the higher order value constructs, and from Table 2 build a full pathways 
model, test whether there are timeline differences between the five value constructs. We find 
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within the five value constructs – performance and quality influence servicing and economic 
value, whilst servicing influences the emotive satisfiers and economic and satisfiers are the 
final outcomes constructs precursors.  
Hence, we present Figure 3 as our draft consumer outcomes framework with arrows 
indicating the paths where consistent and overall SEM pathways exist across each timeline 
‘expectations-to-value-to-outcomes’ construct. Here, we recognise each individual group 
model may offer differing mixes of other significant pathways thus showing group model 
differences – which may be appropriately targeted by management. Finally, for future studies 
we note that in a few group models consumer-perceived performance links directly to loyalty, 
but as this observation is not uniform, this path is not included in Figure 3. 
 
DISCUSSION 
 
To date past research around sports events such as car racing remains shallow and uni-
dimensional with very few studies attempting to develop a multi-level understanding of their 
targeted consumer market. Hence, this study seeks to provide the management team of a 
major international car racing circuit with a deeper understanding of the relationships 
between pre-event, at-event, and post-event consumer considerations. This study’s findings 
offer a pathway that enables the car racing management team to astutely frame ongoing 
strategies – and particularly to focus on aspects that retain competitive advantage and 
strengthen ongoing market leadership. 
 
Expectations considerations 
 
We highlight that attendees choose to come to a sports event (such as car racing), and they 
each bring their set of intensions – items or experiences they expect to acquire at the event. In 
addition they may be pleased further if receive some additional items or experiences (as 
extensions) that are not expected but by being included extend their pre-event contentment. 
These sports event attendees hold expectations (or preconceived views) of their sports event’s 
offerings. Management can influence these expectations through its pre-event promotions and 
its pre-event publicity. Fellow consumers can also add to these pre-event expectations 
through word-of-mouth and social media commentary which again extend the attendee’s 
contentment with their decision to attend. Provided management recognises, and then 
correctly targets, their campaigns at appropriately engaging these expectations drivers 
(intentions and extensions), they may also positively influence future attendances. 
 
Value considerations 
 
By comparing the psychological value motivators of consumers [32] in the retail industry [2] 
to the specific values sought by the social groups attending sports events (such as car racing), 
we develop six sub groupings of car racing value seekers. We then consider consumer 
perceived value as a multi-dimensional approach [52] and also a multi-level approach [46].  
Our social groups of value seekers show each sports event group displays a consistent higher 
order value model (but with some differences in path strengths). This studies refinement of 
attendees into groups offers further understanding regarding the target marketing of car 
racing attendee groups. For example, Table 3 shows adventurers and socializers make up 
around 70 per cent of attendees and these two groups show differences. When compared to 
socializers, adventurers show lower performance and satisfiers path strengths. These 
differences fit logically within each attendee group’s overall defined classification (Table 1), 
and these differences can be used for target marketing. Similar interpretation can be applied 
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by comparing all six attendee groups. The differences between all six attendee groups also 
support the relevance of our initial six group classifications. 
Value has consistently been considered multi-dimensional, but not in five dimensions, and 
not including a value satisfiers construct. This differentiation of value satisfiers from 
satisfaction is an important addition to existing research. We clarify this differentiation by 
recognising value is a ‘now’ or immediate consideration by the consumer (attendee). Thus 
with five consumer-perceived value dimensions, we strengthen the capturing of value for car 
racing events – and very likely, across all consumer perceived situations. 
We also isolate the value constructs into a very fine ‘now’ timeline of between-values 
linkages, that combine to deliver the consumer’s overall perceived value effects onto the car 
racing event’s outcomes constructs. This unique time-lining of the value constructs is another 
important addition to existing research. 
 
Outcomes considerations 
 
Our car racing event’s outcomes constructs are the ones desired by management to 
benchmark their sports event’s progressive improvements. Like many retail studies, this 
study incorporates measuring the growth in overall satisfaction (that summarizes the 
consumer’s total experience as a belief that the sports event delivered enough for them), 
improving trust (that the event has and will met the consumer’s expectations), and growing 
loyalty of repeat attendees (who state they will definitely attend the sports event again next 
year). 
Again, we find there is timeline sequence embedded across these three outcomes constructs. 
This logical flow shows with rising consumer satisfaction, consumer trust then normally 
increases, and as these consumer outcomes constructs improve, then consumer loyalty also 
normally increases. Hence, management monitors these outcomes constructs closely and 
reflects back as to where improvements, modifications or added innovations may further 
optimize these sports event outcomes constructs. 
This study’s outcomes constructs, loads and path β weights indicate inter-relational strengths 
and offer comparability against this sports event’s previous car racing studies. When treated 
as a six group approach it is possible to further refine to the ongoing target marketing for 
future car racing events.  
Management can also selectively target market. For example, if Figure 3 delivers a very 
strong loyalty outcome for the adventurer attendee group, and if this group is say 40 per cent 
of all attendees, then management may consider this group is likely to remain loyal, and so 
may choose to focus its marketing towards another less loyal group. 
 
Other contributions of the study 
 
We also consider the importance of the survey. We offer management and researchers a 
timeline dependency approach to framing survey questions. This approach should have the 
language of the question expressed so as to capture a pre-event response, through to 
occurring ‘now’ perceived response, through to post-event fully assessed response.  
The three sport event outcome constructs each deliver reflections or post-event reasoned 
thoughts. It may be wise to again express questions based around sequential progression from 
satisfaction, to trust, and through to loyalty. We observe that across many studies such 
timeline sequencing is often weakly embedded in questionnaire framing. 
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CONCLUSION 
 
Many researchers assess attendees using perceived value approaches, and often consider 
value as a multi-dimensional combination of trade-offs, and particularly as a single data set or 
one-size-fits-all study. This study expands on previous value approaches using socially 
grouped value studies to provide understanding of attendee groups at a major car racing 
sports event. 
We establish six car racing attendee groups – each with unique social needs. These social 
needs are value groupings [46]. We also establish five value constructs – including a new 
‘occurring now’ or instantaneous satisfiers value construct. We isolate satisfaction as a post-
event (or considered) measure, and one that differs from the occurring now value ‘satisfiers’ 
construct.  
We frame the attendee’s value input drivers around the attendee’s pre-event expectations – 
measured as intentions and extensions. We link expectations and value via an attendee time 
line perceptions approach, and complete the time line linking through to the post-event 
outcomes drivers of satisfaction, trust and loyalty. We suggest the most important value 
drivers are likely to be those related to the economic and satisfiers constructs – as in all cases 
these constructs are key direct feeds into the outcomes constructs (satisfaction, trust and 
loyalty). 
This study recognizes value as a trade-off between five contributing constructs. This value 
block resides in the ‘now’ or immediate position on the timeline between pre-event, and post-
event constructs. 
Future value studies involving ‘retail’ style events can be refined using social value 
groupings such as those used in this car racing study. From such a perspective, management 
and researchers can better understand their embedded target market groupings. Comparing 
the uni-dimensional value study against its multi-dimensional/multi-level value studies can 
indicate benchmark points for improvement of weakly performing groups. 
When value is linked to pre-event expectations and to post-event outcomes, questionnaire 
language can be timeline sequenced as suggested in Figures 2 and 3. Such value assessment 
models display a consistency of key pathways as shown in Figure 3. However, differing 
groups may show additional group-specific pathway inclusions. These group-specific 
pathways provide managers with new and differentiated understandings concerning how they 
may approach growing their chosen (or targeted) attendee group (or attendee groups).  
 
REFERENCES 
 
[1]  Aaker, D.A. & Keller, K.L. Consumer evaluations of brand extensions. Journal of 
Marketing, 1990, 54(1), 27-41. http://www.jstor.org/stable/1252171 
[2]  Arnold, M.J. & Reynolds, K.E. Hedonic shopping motivations. Journal of Retailing, 
2003, 79(2), 77–95. doi:10.1016/S0022-4359(03)00007-1 
[3]  Babin B.J., Darden, W.R. & Griffin, M. Work and fun: Measuring hedonic and utilitarian 
shopping value. Journal of Consumer Research, 1994, 20(4), 644-656. 
http://www.jstor.org/stable/2489765 
[4]  Barnes, S. & Mattsson, J. Brand value in virtual worlds: An axiological approach. 
Journal of Electronic Commerce Research, 2008, 9(3), 195-206. 
[5]  Bayraktar, E., Tatoglu, E., Turkyilmaz, A., Delen, D. & Zaim,. S. Measuring the 
efficiency of customer satisfaction and loyalty for mobile phone brands with DEA. Expert 
Systems with Applications, 2012, 39(1), 99-106. doi:10.1016/j.eswa.2011.06.041 
[6]  Berlyne, D. Laughter, humor, and play. In G. Lindzey & E Aronson (Eds.), Handbook of 
social psychology (pp. 291-297). Reading, MA: Addison-Wesley, 1969. 
2013 International DSI and Asia Pacific DSI Conference Proceedings    July 2013 Page 884
[7]  Boksberger, P.E. & Melsen, L. Perceived value: A critical examination of definitions, 
concepts and measures for the service industry. Journal of Services Marketing, 2011, 25(3), 
229-240. doi:10.1108/08876041111129209 
[8]  Boulding, W., Kalra, A., Staelin, R. & Zeithmal, V. A dynamic process model of service 
quality: From expectations to behavioral intentions, Journal of Marketing Research, 1993, 
30(1), pp.7-27. http://www.jstor.org/stable/3172510 
[9]  Childers, T., Carr, C.L., Peck, J., & Carson, S. Hedonic and functional motivation for 
online retail shopping behavior. Journal of Retailing, 2001, 77(4), 511-535. 
doi:10.1016/S0022-4359(01)00056-2 
[10] Crawford, G. The career of the sport supporter: The case of the Manchester storm. 
Sociology, 2003, 37(2), 219-237. doi:10.1016/0019-8501(88)90032-6 
[11] Fisher, R.J. & Wakefield, K. Factors leading to group identification: A field study of 
winners and losers. Psychology and Marketing, 1998, 15(1), 23–40. doi: 10.1002/(SICI)1520-
6793(199801)15:1<23::AID-MAR3>3.0.CO;2-P 
[12] Fornell, C. & Larcker, D.F., Evaluating structural equation models with unobservable 
variables and measurement error. Journal of Marketing Research, 1981, 18(1), 39-50. 
http://www.jstor.org/stable/3151312 
[13] Funk, D.C., Filo, K., Beaton, A.A. & Pritchard, M. Measuring the motives of sports 
event attendance: Bridging the academic-practitioner divide to understanding behavior, Sport 
Marketing Quarterly, 2009, 18(3), 126-138. 
[14] Funk, D.C. Toohey, K. & Bruun, T. International sport event participation: prior sport 
involvement; destination image; and travel motives, European Sport Management Quarterly, 
2007, 7(3), 227-248. doi:10.1080/16184740701511011 
[15] Fyrberg, A. The Olympic equestrian games: Brand collaboration and associations within 
a destination and a sports event. International Journal of Sports Marketing and Sponsorship, 
2008, 9(4), 307-319. 
[16] Gwinner, K. & Swanson, S.R. A model of fan identification: antecedents and 
sponsorship outcomes, Journal of Services Marketing, 2003, 17(3), 275-294. 
doi:10.1108/08876040310474828 
[17] Hair, J.F.Jr., Black, W.C., Babin, B.J. & Anderson, R.E. Multivariate data analysis, (7
th
 
ed.). Upper Saddle River, NJ: Pearson, 2010. 
[18] Hamer, L.O. A confirmation perspective on perceived service quality. Journal of 
Services Marketing, 2006, 20(4), 219-234. doi:10.1108/08876040610674571 
[19] Hamilton, J.R. Building a targeted pharmacy customer engagement approach. 
International Journal of Pharmaceutical and Healthcare Marketing, 2009, 3(4), 320-332. 
doi:10.1108/17506120911006065 
[20] Hamilton, J.R. & Tee, S. The value-expectations model: A service industry relationship 
for targeting customers. Ninth International Conference on Electronic Business, 30 Nov - 4 
Dec, Macau, China, 2009, 929-931. http://iceb.nccu.edu.tw/proceedings/2009/929-931.pdf 
[21] Hamilton, J.R., Prideaux, M. & Tee, S. Monitoring customer groups: a sports event 
satisfaction study. Eleventh International Conference on Electronic Business, 29 Nov - 2 
Dec, Bangkok, Thailand, 2011, 50-53. http://eprints.jcu.edu.au/19454/ 
[22] Hartman, R. The structure of value: Foundations of a science. Axiology, Carbondale, 
Illinois: Southern Illinois Press, 1967. 
[23] Hightower, R., Brady, M.K. & Baker, T.L. Investigating the role of the physical 
environment in hedonic service consumption: An exploratory study of sporting events. 
Journal of Business Research, 2002, 55(9), 697-707. doi:10.1016/S0148-2963(00)00211-3 
[24] Hutchinson, J., Lai, F. & Wang, Y. Understanding the relationship of quality, value, 
equity, satisfaction, and behavioral intentions among golf travellers. Tourism Management, 
2009, 30(2), 298-308. doi:10.1016/j.tourman.2008.07.010 
2013 International DSI and Asia Pacific DSI Conference Proceedings    July 2013 Page 885
[25] Inman, J.J., Shankar, V., & Ferraro, R. (2004). The roles of channel-category 
associations and geodemographics in channel patronage. Journal of Retailing, 68(2), 51-71. 
http://www.jstor.org/stable/30161989 
[26] Jones, M.A., Reynolds, K.E. & Arnold, M.J. Hedonic and utilitarian shopping value: 
Investigating differential effects on retail outcomes. Journal of Business Research, 2006, 
59(9), 974-981. doi:10.1016/j.jbusres.2006.03.006 
[27] Kucukarslan, S. & Nadkarni, A. Evaluating medication-related services in a hospital 
setting using the disconfirmation of expectations model of satisfaction. Research in Social 
and Administrative Pharmacy, 2008, 4(1), 12-22. 
[28] Lee, D. & Hyman, M.R. Hedonic/ functional congruity between stores and private label 
brands. Journal of Marketing Theory and Practice, 2008, 61(3), 219-232. 
doi:10.2753/MTP1069-6679160303 
[29] Lee, E., Moschis, G.P. & Mathur, A. A study of life events and changes in patronage 
preferences. Journal of Business Research, 2001, 54(1), 25-38. doi:10.1016/S0148-
2963(00)00116-8 
[30] Lei, J., de Ruyter, K. & Wetzels, M. Consumer responses to vertical service line 
extensions. Journal of Retailing, 2008, 84(3), 268-280. doi:10.1016/j.jretai.2008.05.001 
[31] Mattsson, J. Better business by the ABC of values. Studenliteratur, Lund, 1991. 
[32] McGuire, W. Psychological motives and communication gratification. In J.F. Blumer & 
Katz (Eds.), The uses of mass communication: Current progression on gratification research. 
(pp. 106-167). Beverly Hills, Sage, 1974. 
[33] Miller, J.A. Studying satisfaction, modifying models, eliciting expectations, posing 
problems and making meaningful measurements. In K.H. Hunt, (Ed.) Conceptualization and 
Measurement of Consumer Satisfaction and Dissatisfaction (pp. 72-91), Cambridge, MA: 
Marketing Science Institute, 1977. 
[34] Mitra, D. & Scott Fay, S. Managing service expectations in online markets: A signaling 
theory of e-tailer pricing and empirical tests. Journal of Retailing, 2010, 86(2), 184-199. 
doi:10.1016/j.jretai.2010.02.003 
[35] Moschis, G. Shopping orientations and consumer use of information. Journal of 
Retailing, 1976, 52(2), 61-70. 
[36] Nasution, H. & Mavondo, F. Customer value in the hotel industry: What managers 
believe they deliver and what customer experience. International Journal of Hospitality 
Management, 2008, 27(2), 204-213. doi:10.1016/j.ijhm.2007.02.003 
[37] Neidrich, R.W., Kiranova, E. &. Black, W.C. The dimension stability of the standards 
used in the disconfirmation paradigm. Journal of Retailing, 2005, 81(1), 49-57. 
doi:10.1016/j.jretai.2005.01.005 
[38] Oliver, R.L. A cognitive model of the antecedents and consequences of satisfaction 
decisions. Journal of Marketing Research, 1980, 17(4), 460-469. 
http://www.jstor.org/stable/3150499 
[39] Parasuraman, A. & Grewal, D. Serving customers and consumers effectively in the 
twenty-first century: a conceptual framework and overview. Journal of Academy of 
Marketing Science, 2000a, 28(1), 9-16. doi:10.1177/0092070300281001 
[40] Parasuraman, A. & Grewal, D. The impact of technology on the quality-value-loyalty 
chain: a research agenda. Journal of Academy of Marketing Science, 2000b, 28(1), 168-174. 
doi:10.1177/0092070300281015 
[41] Park, C.W., Milberg, S. & Lawson, R. Evaluation of brand extensions: The role of 
product feature similarity and brand concept consistency. Journal of Consumer Research, 
1991, 18(2), 185-193. http://www.jstor.org/stable/2489554 
[42] Pons, F., Mourali, M. & Nyeck, S. Consumer orientation towards sporting events. 
Journal of Science Research, 2006, 8(3), 276-287. doi:10.1177/1094670505283931 
2013 International DSI and Asia Pacific DSI Conference Proceedings    July 2013 Page 886
[43] Prakash, V. Personal Values and Product Expectations. In R.E. Pitts and A.G. Woodside 
(Eds.). Personal Values and Consumer Psychology (pp. 145-154), Lexington, MA: Lexington 
Books, 1984. 
[44] Prichard, M.P., Funk, D.C., & Alexandris, K. (2009). Barriers to repeat patronage: The 
impact of spectator constraints. European Journal of Marketing, 43(1/2). 169-187. 
doi:10.1108/03090560910923283 
[45] Robinson, M.J. & Trail, G.T. Relationships among spectator gender, motives, points of 
attachment, and sport preference. Journal of Sport Management, 2005, 19(1), 58-80. doi: 
20053032902 
[46] Roig, J.C., Sánchez, J. & Moliner, M.A. Customer perceived value in banking services. 
International Journal of Bank Marketing, 2006, 24(5), 266-283. 
doi:10.1108/02652320610681729 
[47] Rust, R.T. & Chung, T.S. Marketing models of service and relationships. Marketing 
Science, 2006, 25(6), 560-580. doi:10.1287/mksc.1050.0139 
[48] Slater, S.F. &. Narver J.C. Intelligence generation and superior customer value. Journal 
of Academy of Marketing Science, 2000, 28(1), 120-127. doi:10.1177/0092070300281011 
[49] Sloan, L.R. The motives of sports fans. In J.H. Goldstein (Ed.), Sports games and play. 
(2
nd
 ed.), (pp. 175-240), Hillsdale, NJ: Erlbaum, 1989.   
[50] Snelgrove, R., Taks, M., Chalip, L. & Green, C.B. How visitors and local at a sport event 
differ in motives and identity. Journal of Sport and Tourism, 2008, 13(3) 165-180. 
doi:10.1080/14775080802310215 
[51] Swan, J.E. & Trawik, F.I. Satisfaction related to predictive vs desired expectations. In 
K.H. Hunt and R.L. Days, (Eds.). Refining concepts and measurements of Consumer 
satisfaction and complaining behavior (pp. 7-12). Bloomington, In: School of Business, 
Indiana University, 1980. 
[52] Sweeney, J.C. & Soutar, G.N. Consumer perceived value: The development of a 
multiple item scale. Journal of Retailing, 2001, 77 (2), 203-220. doi:10.1016/S0022-
4359(01)00041-0 
[53] Tauber, E.M. Why do people shop. Journal of Marketing, 1972, 36(4), 46-69. 
http://www.jstor.org/stable/1250426 
[54] Theodorakis, N.D., Wann, D.L., Carvalho, M. & Sarmento, P. Translation and initial 
validation of the Portuguese version of the sport spectator identification scale, North 
American Journal of Psychology, 2010, 12(1), 67-80. 
[55] Trail, G.T., Anderson, D.F. & Fink, J.S. Consumer satisfaction and identity theory: A 
model of sport spectator conative loyalty. Sports Marketing Quarterly, 2000m 14(2), 98-111. 
[56] Tse, D.K. & Wilton, P.C. Models of consumer satisfaction formation: An extension. 
Journal of Marketing Research, 1988, 25(2), 204-212. http://www.jstor.org/stable/3172652 
[57] Wallace, D.W., Giese J.L. & Johnson, J.L. Customer retailer loyalty in the context of 
multiple channel strategies. Journal of Retailing, 2004, 80(4), 249–263. 
http://dx.doi.org/10.1016/j.jretai.2004.10.002 
[58] Wann, D. L. (2006). Understanding the positive social psychological benefits of sport 
team identification: The Team Identification--Social Psychological Health Model. Group 
Dynamics: Theory, Research, and Practice, 10(4), 272-296. doi: 10.1037/1089-
2699.10.4.272 
[59] Westbrook, R.A. & Black, W. A motivation-based shopper topology. Journal of 
Retailing, 1985, 61(1), 78-103. 
[60] Wilson, E.V. & Lankton, N.K. Predicting Patients‘ Use of Provider-Delivered e-Health: 
The Role of Facilitating Conditions. In E.V. Wilson (Ed.) Patient-Centered e-Health (pp. 
217–229), Hershey: PA, IGI Global, 2009. 
2013 International DSI and Asia Pacific DSI Conference Proceedings    July 2013 Page 887
[61] Woodruff, R.B. Customer value: the next sources of competitive advantage. Journal of 
the Academy of Marketing Science, 1997, 2(2), 17-23. doi:10.1007/BF02894350 
[62] Yang, K. & Kim, H-Y. Mobile shopping motivation: an application of multiple 
discriminant analysis. International Journal of Retail & Distribution Management, 2012, 
40(10), 778 – 789. doi:10.1108/09590551211263182 
[63] Yoshida, M. & James, J.D. Customer satisfaction with game and service experiences: 
Antecedents and consequences. Journal of Sport Management, 2010, 24(3), 338-361. 
[64] Zeithaml, V.A. & Bitner, M.J. Service marketing: integrating customer focus across the 
firm (2nd Ed.)  New York: McGraw-Hill Company, Inc., 2000. 
 
2013 International DSI and Asia Pacific DSI Conference Proceedings    July 2013 Page 888
